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City Image is the subject reflection of people about the object situation of city 
development, and also the evaluation of people about a city’s landscape, infrastructure, 
economy development situation, political expression and historical culture. The 
establishment of city image is an important strategy to improve the city competitive 
power, and to market the city. But what exactly included in city image, how to extract 
the element of city image with a scientific method, this is the two mainly problems of 
the research. 
This paper combines the research of city image and city marketing in a visual 
culture perspective, applying the marketing method to the city research area which 
emphasizes the experience marketing, and using it to explore the city image. So this 
paper cuts into the research from the local citizen’s perspective, using Zaltman 
Metaphor Elicitation Technique (ZMET), interviews 7 interviewees to dig deeply into 
the mind of them, in order to understand the interviewee’s emotion towards the city. 
Through the extraction of common construct and the build of the consensus map to 
extract the ultimate values of City Image of Xiamen City in most local people’s eyes. 
This paper finds that there are five ultimate values of City Image of Xiamen City, 
namely “open and tolerance”, “harmony”, “sense of belonging”, “comfortable” and 
“civilization”. These five ultimate values can be used as the important reference of 
understanding City Image of Xiamen City and generating city marketing strategy. 
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到满足（Kotler et al.， 2002a）。战略性的城市营销应能控制内部与外部的可变
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